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AutoLive interviewed charismatic 
Teresita van Gaalen as she was about 
to take over the reigns of Chana SA in 
mid-2011, which soon afterwards be-
came known as Changan Automotive 
SA. Despite Van Gaalen’s best efforts, 
and those of her team, Changan SA 
went into liquidation earlier this 
week. So, how did this sorry state of 
affairs come about, after a very prom-
ising start for the Chinese econo-
brand in 2006? Van Gaalen provides 
intriguing background insight, and 
also hints at some of her plans for 
the future.
Q:  Teresita, how did you initially 

get involved with Chana, or 
Changan, as it became known?

TvG:  I was in Botswana, and I got 
a call from a company called 
Rand-Asia Trade Finance. This 
company had taken over from 
Karl-Heinz Gobel, who intro-
duced the brand here and had 
a good 2007 and a good 2008, 
but together with the rest of 
the Chinese brands was signif-
icantly impacted by the turn of 
the economy in 2009.

TvG:   Of course hindsight is al-
ways a sure sight. Chana was a 
new kid on the block, not too 
well established, the market 
uncertain as to whether it was 
here to stay or not. By the time 
the fall came there were more 
than 30 dealers around the 
country.

TvG:   It is my view that at a time 
such as this a retailers’ ap-
proach to importation and 
distribution type wholesale 

business adds to the instabil-
ity. So I think at the time of the 
economic crunch the reserves 
and the stability of a mature 
wholesale operation were not 
there, to cushion the brand. 
The product was not yet prov-
en, and so immediately the 
rand spend was headed for an 
established brand.

TvG:   So, while there was a won-
derful opportunity given to 
new [retail] people getting into 
the importership side of the au-
tomotive business, maturity in 
the business model was clearly 
not strong enough for the eco-

Editor

Stuart Johnston 
stujohn@autolive.co.za

General Manager

Roger Houghton 
houghtonr@mwebbiz.co.za

Sales

Bruno Lupini 
bruno.lupini@gmail.com

Estelle van Staden 
estellevs@telkomsa.net

Angelina Michael 

angelinamichael53@gmail.com

Address

Suite 106B, MISA Centre  
12 Fir Street, Northcliff 

Johannesburg, 2195

Tel

+27 (0)83 450 9255

Fax

+27 (0)86 505 8957

Website

www.autolive.co.za

© 2012 WCM Media CC

Production

Marketing Support Services 
+27 (0)12 346 2168 

danie@marketingss.co.za

Layout and Typesetting

Bonita Tuson

Disclaimer

While reasonable precautions have 
been taken to ensure the accuracy 
of the advice and information given 

to readers, neither the Editor, the 
Proprietors, nor the publishers 

can accept any responsibility for 
any damages or injury which may 

arise therefrom.

BANNER AD NAG NEW MADE IN.indd   1 2012/07/30   8:44 AM

continued on page 4 

Changan – What Went Wrong?

The Changan name-change announcement at last year’s Jo’burg 
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Editor’s Note
Buying a new car (or a second-
hand one for that matter) is a 
huge decision. It all comes down 
to what you really need, and how 
much budget you have. And most 
importantly, to gaze into the fu-
ture a bit and check out factors 
like insurance costs, the likely de-
preciation of your chosen model, 
and things like servicing costs, 
and whether your service/mainte-
nance plan will cover the expenses that surely lie ahead.

All this decision-making can, of course, really take the pleas-
urable edge off the car-buying experience, because, let’s face it, 
there is something intoxicatingly exciting about hopping behind 
the wheel of that new cabbie.

It’s much more fun to simply devour the latest road test of the 
car you really want to buy, dream about cruising the café-society 
boulevards or blasting the mountain back-roads, walk into a deal-
ership and say to the sales-person: let’s do it.

More and more, though, I’m finding that outright perform-
ance is less of a factor for me than the way a car behaves in more 
subtle areas.

This factor came up for me in three articles I was involved 
with preparing for this issue. The one was on the Toyota 86, where 
I learned that the car’s chief engineer on the project, Tetsuya Tada, 
specified that narrow-section tyres be used on the car, because 
outright grip was less important than steering feel.

This subject came up again when on the launch of the new 
Mercedes-Benz CLS 250 CDi. Rather than being disappointed by 
a four-cylinder engine, I felt it was perfectly suited to the car.

The matter of “feeling” also came up when interviewing Fred 
van der Westhuizen, new Dealer Principal at a Suzuki outfit on 
the West Rand. He commented that all his potential customers 
came back from test drives in the Suzukis enthusing about “the 
feel” of the car.

Yes, as the planet moves ever-faster into a digital byte-related 
reality, it is that intangible aspect of “feeling” that is becoming 
more and more important. Forget the numbers, go with the feel-
ing. Oh, but make sure you have the numbers in your bank ac-
count to make those feelings sustainable.

Stuart Johnston,
Editor
stujohn@autolive.co.za

It was a golden welcome back for South African Paralympic swimmer, Natalie du Toit on 
Tuesday – first stop on her way home from Johannesburg’s O R Tambo airport was the 
Woodmead marketing headquarters of General Motors South Africa where the long-time 
Chevrolet brand ambassador was handed the keys to a Chevrolet Captiva.

Gold in colour, in keeping with the performance of this swimming sensation at the 
2012 London Paralympic Games where she achieved a haul of three gold and one silver 
medal, the Chevrolet Captiva LTZ will be du Toit’s personal transport over the coming 
months as she attends the many official sporting and business engagements – Natalie is 
a very much in demand motivational speaker – that follows in the wake of her success in 
the 2012 Paralympic Games.

“Natalie has been a Chevrolet brand ambassador for a number of years now and we 
are excited to be able to continue this relationship with her as she moves on from her 
medal winning success in swimming competition to a new era in her career as a world 
class athlete,” says Chevrolet brand manager Tim Hendon. “She adds an element of excite-
ment to an iconic automotive brand in South Africa which we trust will transport her in 
style as a South African and international sports celebrity.” ■

Chevrolet’s Golden 
Handshake

GM’s Tim Hendon hands over the keys for a Captiva to golden girl Natalie 
du Toit.
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Are you a Rainmaker ?
We are expanding our foot print and have vacancies in the West 
Rand and Jhb South.

Master Technicians, Working Foreman and apprentices required. 
Specialists in Suzuki and GWM will be given preference.

Sales Positions for our pre-owned franchise: iPop Vehicle Sales, 
Sales Managers and Sales Executives 
  only candidates with an average going rate of 

10 units plus per month will be considered.
  Candidates who demonstrate excellence and 

enthusiasm will be given preference.

Meyer Benjamin : (011) 210 1300 
Email CV to : meyer@ipopsa.com
  We are driven by our commitment to achieve 

results for our clients, our team and our firm.
  We win through teamwork and trust; 

respecting individual opinions and diversities.

nomic crunch, the withdrawal of the retail 
banks was the dead nail for many.

TvG:   What happened is that China Construction 
Bank, which funded the stock coming in, was 
called upon to support Chana, to avoid the 
brand going under, as had already happened 
to many other Chinese brands at that time. 
And some two years after this happened, 
that’s when they called me in. The take over 
by China Construction Bank came in 2009 
and I came in the second quarter of 2011.

TvG:   They were looking at a turn-around strat-
egy, and also the opportunity to sell the 
brand representation and business into the 
automotive sector, because neither the bank, 
nor Rand Asia were, or indeed are, automo-
tive companies.

TvG:   The product enjoys tremendous support, 
to give you an example of the goodwill that 
was still present, over 20 loyal dealers were 
still supporting the product and even today 
we find them there.

Q:  So how did you see your immediate task?
TvG:  At the time, there was still clear collabo-

ration between CIC, which is Changan 
International Corporation, the Chongqing-
based manufacturer and exporter, and the 
China Construction Bank which had taken 
over the debt of the Karl-Heinz Gobel-run 
operation.

TvG:   But because of this debt, I think there 
was terminal cancer which afflicted this 
brand from that point on. In my coming on 
board, they had agreed to see to the trans-
formation strategy, which in itself required 
fresh capital.

TvG:   The debt that the bank took over from the 
previous management ran close to R100-
million, and then some. That was an enor-
mous debt. Add some more in terms of relo-
cation of the debt to the bank, and you end up 
with a very stressed position.

TvG:   To me, the fact that there was a turnaround 
strategy meant there was light at the end of 
the tunnel and at that time the bank had 
1 700 vehicles held as collateral against debt. 
In which time, during the 11 or 12 months 
that I was able to operate correctly, we in fact 
put to market more than 1 300 of those. Some 
400 vehicles of the old stock are still left.

TvG:   In that process, the manufacturer allowed 
some new stock to come through on very 
generous terms. But what happens, sufficient 
capital was generated to run the operation, 
but there wasn’t sufficient capital made to 
pay the debt. The bank wanted the debt paid, 
that’s their principal business, the manufac-
turer wanted vehicles sold, the share-holders 
wanted some return on their investment.

TvG:   All this left the brand in a very compro-
mised position. So at the end of the day what 
happened is what should have happened in 
2009. We had encouraging success. Take for 
instance that we achieved in terms of selling 
the old stock (and I can honestly say I have 
never experienced a brand with such natu-
ral demand! We did no marketing, and yet 
demand was there, even though we had no 
marketing budget).

TvG:   Nevertheless, the project required com-
mitment in line of fresh capital for the turn-
around strategy. And that did not come. And 
therefore it was incumbent upon myself and 
the directors of the board, to do the respon-
sible thing.

TvG:   We operate in a very complex sector of the 
economy. Automotive is not for the faint-
hearted and top of that we live in difficult 
financial times. There are things that have 
changed fundamentally over the past few 
years. One is consumer behaviour is vastly 
different.

Q:  In what way is consumer behaviour different?
TVG:  Well, the buying criteria is different. The 

final decision is made from a different set 
of priorities, there is less of the old kind of 

fashion-driven buying, less vanity. In fact 
this new pattern is in favour of brands like 
Chana. You can see it in the sales patterns, 
where such a concentration of passenger 
sales are in the entry-level market. This tells 
you that, increasingly, the consumer sees 
a vehicle as a means of transportation first 
and foremost. Of course there will always be 
those beautiful people who appreciate tech-
nology, who value the right look and feel 
of more sophisticated vehicles, and thank 
goodness for that.

TvG:   But as far as Changan is concerned, there 
needed to be a sophistication to the opera-
tion that was not there. The way automotive 
companies prosper today is very much linked 
to ancillary products, finance, insurance and 
so on.

Q:  You are saying that even young companies 
should take these products in-house?

TVG:  Yes. So when a brand is not allowed to 
achieve that level of maturity, because of 
insufficient support, I’m afraid it won’t 
succeed.

Q:  So the final decision was to liquidate?
TVG:  Yes, it had been in a position of liquidation 

for the best part of August.
Q:  Were there South African shareholders still 

involved?
TVG:  Rand Asia Finance was the principal share-

holder, South African shareholders. But, the 
brand will prevail. It is a strong brand. The 
lock-out position that we reached regard-
ing the support structures is one that should 
have been allowed to happen a long time ago.

Q:  Are you saying that there is a strong possibil-
ity that another group will take over the brand 
here?

TVG:  Oh yes, very definitely. I have it on good au-
thority that the Chinese will be sending a 
delegation pretty soon to fully investigate all 
possibilities.
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Q:  In view of this liquidation, is there any support 
for existing Chana owners?

TVG:  I tried. The only support is a very committed 
staff. There at least six outlets in direct ne-
gotiation with China to allow for an interim 
strategy. So a couple of us are trying to facili-
tate that. I speak to the customers on a daily 
basis and the dealers of course are also very 
committed.

TvG:   The point is, nobody today is in a position 
to do things pro bono. So what is required for 
another brand in China to make a big deci-
sion in terms of this interim strategy. That 
decision is close to being made.

TvG:   I’ve heard it said by one of our industry 
leaders that the most important thing is how 
you choose your partner. There are six can-
didates for the new representation, all local.

Q:  Are you still involved? Are you drawing a 
salary?

TVG:  No. But I do not say things lightly, so I will 
hang around for as long as I am needed, to 
assist the situation to the best of my abilities. 
Communication is probably at least half of 
the solution and the other half is made up of 
financial support. In the mean time we keep 
the communication going in the trust that 
financial support will follow.

Q:  Do you plan to stay in the motor industry?
TVG:  I have been blessed with a couple of ap-

proaches from different industries, but there 
is nothing firm at the moment. But the au-
tomotive industry is one that gets into your 

blood. Nico Vermeulen of NAAMSA com-
mented, when I called him to tell him what 
was happening, that he was sure the indus-
try hadn’t heard the last from me. And I pray 
that it will be so.

Q:  You were seen at a recent motorsport event. 
Does this have any bearing on what direction 
your involvement in things motoring may take? 
There is a position going to head up Motorsport 
South Africa, we believe

TVG:  (Laughs and gets a bit coy before answering). 
There is nothing really to it. Along the way 
in my career I did a lot of track racing in the 
Hyundai days with Mike O’Sullivan, Philip 
Kekana, and Dave Kopke. Nobody knows 
that in my youth I was involved in Formula 

One, in a promotion involving Miss South 
Africa and Iberia Airlines. I also did the ral-
lying thing with Subaru. So I’ve been at the 
motorsport thing from a number of different 
angles. But there is nothing concrete to this 
at the moment.

TvG:   From the outside, I can see that it would 
be a huge challenge, a magnificent project 
to bring it into the 21st century, because the 
sport as a whole got left behind at the end of 
the twentieth century.

TvG:   I think in the sporting world of today, the 
opportunity is massive to turn it into some-
thing very meaningful. There is so much that 
can be done, that it is like a ripe fruit waiting 
to be picked. ■
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For our 30th edition of AutoLive, we are proud 
to welcome two new members to our sales team. 
Angelina Michael and Estelle van Staden join our 
long-serving sales executive Bruno Lupini, and they 
bring a wealth of experience in the sales, marketing 
and PR fields to our mix.

Angelina and Estelle met some 18 years ago in 
hospital after each giving birth to their respective 
sons, and decided there and then that they would 
work together! Since that time, after working to-
gether for Sue Jowell PR & Communications, they’ve 
run a company called FVS Marketing and PR which 
has an impressive clientele, ranging from property 
to hotel to automotive interests. Angelina has also 
worked specifically on motoring titles in the past for 
Media24 on special projects for Rapport, City Press 
and Finweek.

“We are proud to be associated with AutoLive, 
and look forward to taking this exciting on-line 
publication to the next level,” says Estelle.

Their contact details are:
Angelina Michael

E-mail on angelinamichael53@gmail.com.
Cell Number: 083-228-6866
Estelle van Staden
E-mail on estellevs@telkomsa.net.
Cell Number: 083-267-1669
Still very much on board is Bruno Lupini, 

who has been involved for over a decade in auto-
motive publications, and whose family has deep 
connections with motoring and motorsport going 
back three generations. Bruno’s contact details re-
main bruno.lupini@gmail.com and cell number 
081-354-7212

Who should advertise in Autolive?
 ■ Companies looking to recruit employees for 
specialist positions in the motor industry.

 ■ Companies looking for franchisees
 ■ Companies looking for dealers for new 
vehicle brands or to expand an existing 
dealer network.

 ■ Automotive marketing consultants
 ■ Training organisations
 ■ Market research companies

 ■ Business management consultants
 ■ IT companies
 ■ Fleet management companies
 ■ Suppliers of workshop equipment
 ■ Car care companies
 ■ Panel beaters and dent removers
 ■ Auction houses
 ■ Courier companies
 ■ Service providers in the finance and 
insurance industry

 ■ Vehicle tracking system suppliers
 ■ Organisers of exhibitions and conferences.
 ■ Tyre fitment centres
 ■ Suppliers of car care products
 ■ Suppliers of automotive replacement parts
 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting firms

AutoLive advertising rates are very cost effective and 
we are able to make up advertisements at reasonable 
rates. The rate card is available under “Advertising” 
on the AutoLive website, www.autolive.co.za ■

Autolive Welcomes New 
Members to the Sales Team

To hear more call Angelina Michael on 
083-228-6866 or e-mail her at sales@
autolive.co.za or angelinamichael53@
gmail.com

To hear more call Estelle van Staden on 
083-267-1669 or e-mail her at sales@
autolive.co.za or estellevs@telkomsa.net

To hear more call Bruno Lupini on 081-
354-7212 or e-mail him at sales@autolive.
co.za or bruno.lupini@gmail.com
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WArNING AbOuT 
IMPOrT GrOWTH
The President and CEO of Ford SA, Jeff Nemeth, 
says the growth in imported vehicles into SA is 
cause for concern. Last year a record 69% or 272 00 
of all vehicles sold in the country were imported. 
This was up from 66% in 2010.

Nemeth said the possibility existed that im-
ported vehicles could gain an even stronger foot-
hold in the SA market next year when the industry 
sits down with the National Union of Metalworkers 
of SA (NUMSA) to negotiate a new multi-year 
deal with labour over wages and conditions of 
employment.

A three-year agreement signed in 2010 pro-
vided for an across-the-board wage increase in the 
vehicle manufacturing sector of 10% in 2010 and a 
9% increase in both 2011 and 2012.

However, this agreement followed an eight-day 
strike at the vehicle manufacturing plants. This 
strike was also sandwiched between strikes at relat-
ed industries, which made the situation both costly 
and disruptive, particularly when export contracts 
had to be fulfilled. ■

SuzukI CELEbrATES 
MILESTONE
Suzuki Auto SA is celebrating 20 000 sales in this 
country since the brand began selling cars here four 
years ago. Previously Suzuki began selling motor-
cycles here in the 1960s, followed by the sale of out-
board boating motors in the 1980s.

“The wide market acceptance of our local 
model line-up has strengthened the commitment of 
Suzuki Motor Corporation to the SA market,” says 
Yamashita Kazuyuki, Managing Director of Suzuki 
Auto SA. He added that plans are afoot to increase 
the dealer network to 35 dealers, and that four new 
models will be introduced over the next two years to 
widen the range. ■

GWM OPENS NEW kzN 
DEALEr PArTNErSHIP
Great Wall Motors SA has opened a new dealer part-
nership on Umhlanga Ridge, north of Durban, to be 
known as GWM Gateway. It is part of of the NMI 
Durban South Motors “brand campus”. The new 
dealership is a joint venture between Barloworld 
Limited and NH Partnership. ■

kOrEAN TurMOIL 
AVErTED FOr NOW
It appears as though the South Korean motor indus-
try has, at least for now, escaped further disruption 
to its production due to strike action by its workers, 
following an 11th hour peace accord at the biggest 
company, Hyundai. However, it was close with only 
52,7% of workers accepting management’s offer.

Recent strikes have affected output at Hyundai, 
Kia and GM Korea (previously Daewoo). They 
have already lost 80 000, 30 000 and 13 000 units 
respectively. This was the first major strike action 

in this country since 2008 when there were ma-
jor disruptions. It was the costliest strike in 
Hyundai’s  history.

Korean worker demands this time were for 
higher wages, scrapping of the night shift and con-
tract workers to be made permanent employees af-
ter a specified time period.

The management of Hyundai, which has oper-
ated its plants for 24 hours a day for the past 45 years 
is to scrap overnight work and shorten working 
hours, starting in March 2013. The company says it 
will make up for lost working hours by improving 
and expanding facilities to increase productivity. 
Workers will also get a 5,4% rise in basic pay, a bo-
nus equal to five months’ pay and a one-off payment 
of US$8 500 per worker.

This industrial unrest in South Korea followed 
the natural disasters that hit many Asian vehicle 
makers last year and allowed the Korean brands to 
fill the gaps in many markets.

“Any protracted stoppage in 2013 will open the 
door for further import growth. It will have a sig-
nificant effect on the domestic manufacturing in-
dustry,” emphasised Nemeth. ■

FrEE AIrPOrT PArkING 
FOr NAVArA OWNErS
In a “creative” marketing move, Nissan is of-
fering existing Navara owners free parking at 
ORT International Airport. In partnership with 
Executive Carport Valet Parking, all Nissan Navara 
owners are offered free parking that includes a car 

Snippets

Ford’s Jeff Nemeth.

Navara owners can now leave later for OTR Airport.
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Snippets

wash. Nissan Product Manager Marinus Venter 
says the scheme has been launched to “show appre-
ciation” to Navara customers. ■

THE CLASSIC CAr SHOW
A car show aimed specifically at fans of muscle 
cars, rods, custom classic pick-ups, British and 
European classics, as well as specialist bikes will 
be held at the Nasrec Expo Centre on October 
28. The show, organised by ClassicCars.co.za and 
restoration experts Rolling Thunder, will also 
feature live rock music and a Miss Classic Car 
competition. ■

CLEAN WATEr
The Ford Motor Company of SA has invested R21m 
in a new wastewater treatment plant at its manufac-
turing facility in Silverton. It uses a host of the latest 
technology to ensure minimal impact on the envi-
ronment and is the first locally-installed ContiFill 
system which uses continuously regenerated sand 
filtration as opposed to the classic sand filtration 
method which requires periodic backwashing and 
results in downtime.

The new system was supplied and installed by 
Veolia Water Solutions and Technologies. Initially 
15% of the recycled water will be re-used. This will 
increase to 40% in line with planned upgrades. The 
previous treatment system allowed a maximum of 
7% of the water to be re-used. ■

350-MILLION FOrDS
Ford recently celebrated the production of its 
350-millionth vehicle in the 109 years since its 

founding. The landmark vehicle was a Focus made 
at a new plant in Thailand. This achievement 
equates to Ford building a vehicle every 10 seconds 
during the 109 years. Parking these vehicles nose to 
tail would extend from the earth to the moon and 
back – twice! ■

TOyOTA rEbuTS FOrD CLAIM
Toyota has rebutted Ford’s claim, made at the time 
it produced its 350-millionth vehicle, that the Ford 
Focus had been the best-selling car in the world 
in the first half of 2012. Ford says it sold 489 616 
Focus cars in the six-month period, compared to 
402 187 Toyota Corollas.

Toyota says the Corolla figure should in fact be 
603 840 units as it should include Corolla deriva-
tives sold under other names, such as Auris, Matrix 
and Verso. Corolla is the world’s top selling car of 
all time, with 39-million units sold since the name 
plate was introduced in 1966. ■

ECOTEST CHAMPION
The Toyota Prius topped the new and more strin-
gent EcoTest conducted by ADAC, Germany’s larg-
est automobile club, ahead of 55 other vehicles that 
have been tested under the same, new conditions. 
The Toyota Prius was the first vehicle to be awarded 
a total of 90 points, claiming the maximum five-star 
rating. The 4.58l/100km fuel consumption achieved 
during the tests was awarded 40 points. The maxi-
mum 50 points were attributed for the hybrid’s 
low emissions. ■

ENVIrO AWArD
Volkswagen Group South Africa has been awarded 
the prestigious SJM Flex Environmental Award 
from the Eastern Cape Exporters Club. The award 
is in recognition of the strides the company is tak-
ing to implement environmentally responsible 

manufacturing practices. The decision to construct 
a new R500m press plant played a huge part in con-
vincing the judges of Volkswagen’s commitment to 
environmentally sound manufacturing. The press 
plant, which opens at the end of the year, will be 
the most environmentally responsible and energy-
efficient facility of its kind in both Africa and the 
Volkswagen Group. ■

GET THEM WHILE 
THEy’rE yOuNG
Dads with aspirations to turn their young offspring 
into Formula One drivers will be able to start 
their campaigns early, by purchasing the Sparco 
baby seat, now being sold by Johannesburg-based 
ATS, the country’s leading supplier of motorsport 
–related equipment. The Sparco seats, costing be-
tween R1 900 and R2 000, are styled along the lines 
of F1 seats, and will also appeal to safety-conscious 
mothers. They offer superb protection for chil-
dren weighing between nine months and nine 
years-old. They come with a five point harness, 
chest protection pads and generous side-impact 
protection. ■

A baby safety-seat for aspiring F1 drivers 
is now avilable from ATS of Johannesburg.

Muscle pick-ups will be on show at The 
Classic Car Show on October 28.

To advertise in  contact

Estelle van Staden on 083 267 1669 or email her at estellevs@telkomsa.net

The Toyota Prius topped the new and 
more stringent EcoTest conducted 

by ADAC, Germany’s largest 
automobile club, ahead of 55 other 

vehicles that have been tested 
under the same, new conditions.

The Sparco seats, costing between 
R1 900 and R2 000, are styled along 

the lines of F1 seats, and will also 
appeal to safety-conscious mothers.
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People

After a huge accident which nearly claimed his life 
in 2002 at Saldanha Bay, he has focussed exclusively 
on car-racing, and currently builds racing cars for 
customers and races himself in the Historic Racing 
category at tracks all over the country.
Q:  You had a fantastic career in boating both as a 

skier and a pilot?
PL:  Yeah, I was a Springbok water-skier from 

1977 to 1981 and I won the World Jump 
Championship in ’81, I won the European 
Championships in ’77 and then I went into 
water ski racing and I won the SA champs in 
the early ‘80s.

Q:  You also won the SA Powerboat Championships 
on numerous occasions?

PL:  I won it 15 times. I was leading the World 
Championships in 1989 by a country mile, 
but they banned me from two races for being 
a South African in what was still the apartheid 
era. So I finished second.

PL:   So I’ve got good memories and good memo-
ries of the boating industry too, because I was 
successful

Q:  You’ve competed on the race track for a few dec-
ades now in cars. Is racing a top-level boat more 
hairy, or more extreme, than racing a car?

PL:  There’s no question. Your reactions in a boat 
are different. With car racing you react at the 
time, in boat racing you’ve got be pre-emptive, 
you’ve got to predict what’s coming and react 
before it goes wrong. You’ve got to read the 
water, read the air, and once you’ve had the ac-
cident, you have the drowning factor, which of 
course you don’t have in a car.

Q:  Do you remember your big accident, what actu-
ally happened?

PL:  Well I had two, I had the one in 1991 in 
Malaysia, and then the one in 2002 at 

Saldanha. Both of them, the boat bounced and 
nose-dived at 200 km/h. In the last big one, I 
got thrown into the side of the cockpit and the 
carbon-fibre sliced my helmet open, all around 
my head. The amazing thing was, it only sliced 
my hair off, I didn’t have so much as a cut on 
my head.

Q:  But you had much greater injuries?
PL:  My heart stopped, because I actually drowned. 

They put drips into me and fibrillating ma-
chines straight into my heart. I was in a coma 
in a hospital in Cape Town for five days.

Q:  So you don’t remember the actual shunt?
PL:  I remember the day, and then waking up in 

hospital. The rest I don’t remember. They say 
the mind does that, it blanks that trauma out, 
to give you a chance to recover. Some people 
say I’ve never come right since!

Q:  You operate your race car business these days. 
Is that in Malmesbury?

PL:  Yes, I build race cars. I’ve built about five Capri 
Perana race cars for clients this past year. I re-
cently raced a Ford Escort up here in Gauteng, 
which is great, because I started my track career 
in a Ford Escort, back in the early 1980s. ■

Peter Lindenberg Interviewed at the Johannesburg boat Show

Peter Lindenberg was given a lifetime achievement award by the Gauteng Boat Retailers Association at the recent 
Johannesburg Boat Show. He is one of South Africa’s sporting heroes, having won multiple championships in 
waterskiing and Formula One Power Boating, and competed at the top level internationally.

Peter Lindenberg at the recent Jo’burg Boat Show.

These days Lindenberg races cars like this ‘66 Ford Galaxie.

They put drips into me and fibrillating 
machines straight into my heart. 

I was in a coma in a hospital 
in Cape Town for five days.
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Suzuki 
Heads West
Suzuki-iPop, until now based 
exclusively in Rosettenville in 
Johannesburg’s southern suburbs, 
has opened a new Suzuki 
dealership, Suzuki West Rand, on 
Ontdekkers Road in Roodepoort. 
It has been open now for just 
over a month. We spoke to CEO 
and owner Meyer Benjamin and 
new Dealer Principal Fred van der 
Westhuizen about taking the Suzuki 
brand out west.

Q:  Where did the idea come from, why the West 
Rand, why Suzuki?

Mb:  For years I’ve been in the south and operated 
from what is, perhaps, not a particularly fash-
ionable area. The advantage is, you can keep 
your overheads down. Now, as I reinvigor-
ate my career (Meyer is 60-something) my 
new plan of action is to operate according to 
the compass – north, south, east and west of 
Jo’burg. We’re established in the south, we’ve 
opened up on the west, the plan is to open in 
the east and the north, all in the Gauteng area.

Mb:   Every acquisition will depend on getting 
the captain. I look at getting the right guys 
first. This new operation, Suzuki West Rand, 
with its iPop used franchise, is exciting. Over 
150 000 cars pass our dealership every day on 
Ontdekkers Road. That compares to maybe 
about 2  000 cars that pass my dealership in 
the south.

Q:  Fred, how much of that passing traffic has trans-
lated into traffic through the new dealership?

FvdW:  On a daily basis, we are looking at about 
10 to 15 people. And strangely enough, it’s 
not the men that come in and buy, it’s the 
ladies. There’s a lot of walk-in here and it’s 
a new brand in the area.

Mb:  Once we get known here in the West Rand, 
establish our footprint, we will start to really 
cook.

FvdW:  We’ve only run two ads in the local news-
paper so far, so we haven’t really spent 
money on advertising. But the business is 
there. Now we’re going to go to the shop-
ping centres and so-on, do some serious 
promotions.

Q:  How did you arrive at this particular site?
Mb:  I’ve been looking for a site on the West Rand 

for a long time, one that was different, unique, 
wasn’t cluttered. There was a used car opera-
tion here, but pretty unsophisticated. One of 
the major problems with dealerships is a lack 
of parking. Here, we can park 500 cars in the 
surrounding car park which is tarred. This 
place is so ripe for development.

Mb:   What we did was re-plaster from the old 
face-brick from the 1950s to modern plaster, 
and a tiled floor. It cost a bit of money, but 
basically, I invest in people. I believe that peo-
ple come first and lots of groups get it wrong. 
They put up these Buckingham Palaces, with 
huge investments, huge overheads. My motto 
in life is that people matter and results count. 
That’s the logo going forward for iPop and my 
involvement with the Suzuki franchise.

Q:  Meyer, how did your appointment of Fred van 
der Westhuizen come about?

Mb:  I’ve known Fred for years. He’s been in the 
game for a long time. It’s important that he’s 
a West Rand chap, and the game is territory 
based. He knows people here. Our business 

in the south consists of 80 per cent referral 
business.

Q:  Judging by your dealership in Rosettenville, 
you seem to have established a happy working 
environment. What’s the key to that?

Mb:  We try to avoid people that are toxic. Every 
organisation has some of that, we try to em-
ploy people with a happy disposition and we 
set out some basic rules. We have a 10 metre 
zone, and anyone on our staff who comes 
within 10 metres of a customer or potential 
customer, has to acknowledge that person. 
And that includes me. That’s a strict rule.

Q:  What about the Suzuki brand?
Mb:  The quality of the brand is amazing. And the 

support we get from Suzuki is first class. In 
the recent dealer-satisfaction awards, Suzuki 
came within a whisper of being top, as far as 
manufacturers supporting their dealerships 
are concerned. We could do with a wider 
product range, but that’s being addressed 
by Suzuki.

FvdW:  It’s amazing, the customers we’ve had in 
here in the month and a bit we’ve been 
open, every customer comes back from a 
test drive with the same thought: that this 
is one solid motorcar, that you feel part of 
the car.

Q:  Any promotions you are planning in the near 
future?

Mb:  Just over a week ago I got a phone call from 
Fred telling me about the hail damage. But 
you can’t allow negative thoughts to invade 
your mind. So what we’re doing, we are hav-
ing a special hail-damage sale here on the 
used car side, we booked a half-page ad in 
the Roodepoort Record, and this coming 
Saturday we open the dealership with a hail-
damage sale. We expect a stampede. ■

Dealer Principal Fred van der Westhuizen and CEO Meyer Benjamin.

The new Suzuki West Rand dealership, on 
Ontdekkers Road in Roodepoort.
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By RogeR HougHton

One generally evaluates Chinese offerings on the SA 
market as being less expensive options to the prod-
ucts from the established manufacturers and dis-
tributors. This situation seems to be changing as the 
“establishment” focus on keeping down costs – such 
as General Motors SA did recently in cutting its 
base Spark offering to just under the R100 000 bar-
rier – and with Chinese prices creeping upwards.

This means that the Chinese do not necessar-
ily have the big price advantage they once enjoyed. 
The latest example of the Chinese pricing shift is the 
R134 990 that GWM is asking for its latest model, 
the C10 hatchback with a 1,5-litre engine.

This puts it right into the mainstream in the 
B-segment as it costs more than Toyota’s Etios and 
Ford’s Figo and is positioned against the lower end 
of the vast range of Polo Vivos that are the most 
popular cars in the country. In fact one can even 
buy a genuine Yaris – albeit a 1-litre model – for less 
than the C10.

This means the Chinese product itself has to be 
up to scratch, while the expectations in terms of the 
expected level of after-sales back-up provided by the 

local dealers will also rise. Chairperson of GWM 
SA, Tony Pinfold, admitted as much at the media 
launch when he said that the Chinese products have 
to offer real value for money now and cannot just 
depend on low pricing to sell vehicles.

The GWM C10, which is known as the Phenom 
(phenomenal?) in its domestic market is very much 
a more up to date clone of the previous model 
Toyota Yaris than the GWM Florid, which also 
exhibits a strong similarity to the Yaris. By coinci-
dence one of the C10s parked next to a Yaris at the 
driver change point at the Beyers Naude BP Oasis 
and the similarity was marked. It certainly got the 
cellphone cameras clicking!

The big (and I mean big!) difference on the 
exterior, compared to the Yaris, are vertical, bold, 
chrome strips on the front, which you either find 
“different” or OTT (over the top).

The name, C10, also rang a bell with me, as it 
was the nomenclature used for a model deriva-
tive of the big Chevrolet bakkie range sold here in 
the 1960’s.

Fit and finish on the cars driven at the media 
launch were a big improvement over the early ex-
amples of Chinese vehicles that arrived on the lo-
cal market. NVH was acceptable for a car in this 

category as was ride comfort on the route of 70km 
we drove, which went through the Johannesburg 
CBD and the ring road around the city.

GWM is proving the pacesetter among the 
Chinese brands in SA, where there have already been 
several casualties, with the latest being Changan 
(Chana). GWM, which reports aggregate figures for 
its total range to NAAMSA is running close to 700 
units a month this year, after selling 6 545 units in 
2011, which was 40% above the 2010 figure.

Pinfold says he is looking for sales of about 200 
C10’s a month through its 72 dealers, which will 
bring it close to the 1 000 units a month mark. At 
present there is only one C10 model, with a com-
paratively high level of standard equipment, but de-
rivatives with automatic transmission and a diesel 
engine will join the range later. In addition GWM, 
which has focussed mainly on LCVs to build vol-
ume, will be adding sedans and SUVs to its passen-
ger car range in the future.

GWM certainly appears to be confident that 
the C10 will do a good job in attracting passenger 
car buyers to the brand, as it went big on a launch 
to the media and dealers at the Turbine Hall in 
downtown Joburg. Time will tell if its confidence is 
well placed. ■

To advertise in  contact

bruno Lupini on 081 354 7212 or email him at bruno.lupini@gmail.com

GWM in at the Deep End with its C10 Hatch

GWM’s C10 hatchback.
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By StuaRt JoHnSton

At one stage we wondered whether all those New 
Agers were right about 2012 being the time when 
the planet would devolve into a different life-form 
altogether. The sky was darker than a governmental 
limo on a moonless night, and yet it was mid-day.

Next thing, we were being pelted with hail 
stones as loud as pistol shots and as dense as shot-
gun blast.

The Mercedes CLS was a nice place to be in 
terms of personal injury protection, but we feared 
for the sheet-metal of this brand-new R700 000 car 
and searched in vain for some place to protect its 
hitherto pristine bodywork. Uh uh. No handy car-
ports out here in the Hekpoort region, and parking 
under a tree didn’t seem so smart as the wind was 
howling too, as those old blue gums looked well-
aged. Sorry, Mercedes PR team, but we did our best.

Within minutes the road had turned into a 
skating rink, and the traction control was employed 
to a point where the car wouldn’t exceed 40 km/h. I 
tried to get it to go faster, but the sensors on the rear 
wheel hubs said, like Amy Winehouse once sang, 
no, no, no.

Traction was not forthcoming. The old F150 
pick-up in the rear-vew mirror obviously didn’t 
have traction control, driven by some crazy farm-
er, as he loomed closer and closer, and then shot 
off into the driveway of what was presumably his 
small-holding. That, or he finally lost it, and there 
just happened to be a handy driveway where he left 
the road

And all the time, me and my co-driver, free-
lance journo and actress Karin Petersen, were 
cringing as the hailstones landed on that beautiful 
four-door-coupe bodywork.

We never did discover how bad the damage, 
if any, was to the car, and to the other cars on the 
launch of the new diesel version of the re-styled 
CLS, known as the 250 CDI BlueEFFICIENCY.

It actually employs a 2,2-litre diesel motor, the 
four-cylinder unit rated at 150 kW, and with an im-
pressive 500 Nm of torque. The motor is also to be 
found in some models of the E-Class and the C-Class. 
The transmission is Merc’s 7G-Tronic system, which 
is a very good match to this engine, and provides 
seamless, effortless forward motion, excepting on 
roads pelted by one of the most severe hail storms 
in memory, as experienced on that day a week ago 
when the car was launched to the SA media.

Some 170 000 examples of Mercedes’ previous-
gen CLS have been sold since the shape was intro-
duced back in 2004. Previously it was available in 
V6 and V8 versions, but this is the first four-cylin-
der offering, and it was obvious that Mercedes were 
concerned as to how a “mere” four-cylinder version 
of such a stylish car would be received.

I feel that the engine is in fact perfectly suited 
to a car of this style and nature. The CLS is more 
about appearance than performance, and although 
there are much more potent V8 and AMG versions 
available, they are much pricier. The CLS 500, for 
instance, costs R1,1 million, whereas the CLS 63 
AMG goes for R1,35-million. Why not save be-
tween R400 000 and R650 00 in an era where speed 
is increasingly becoming superfluous on our roads?

And the CLS 250 is not slow. For sure, with 
good traction and an accelerator fully depressed, 

the forward urge is of the unobtrusively-brisk rath-
er than the super-quick variety, but the figures still 
point to a top speed of 242 km/h and a zero to 100 
km/h time of around seven-point-something sec-
onds. Allied to this, the official consumption claim 
for the car is an impressive 5,1 to 5,3 litres of die-
sel consumed for every 100 km. Translate this into 
real-world terms of between 6,5 litres and 8,5 litres 
per 100, depending on your driving style and traffic 
environment, and you have an extremely economi-
cal proposition.

The car is still laden with equipment to make 
you feel pampered and standard-fit items in-
clude the COMAND APS multimedia system, 
with a 40 gigabyte Navigation hard-drive, and 
LINGUATRONIC, with a text-to-speech function 
that enables you to listen to SMS messages sent to 
you by cell-phone.

An option that we would definitely specify at 
R12  500 is the LED headlight fitment, which not 
only provides an excellent safety factor in terms of 
visibility to other road users, but looks super-cool 
to boot.

Does the new version of the CLS still look su-
per-cool? I admit to being totally knocked out by 
the original, because it was such a bold statement 
for Mercedes-Benz to make back in 2004 (the con-
cept made its debut at Frankfurt in 2003).

It was a marrying of old-world sleekness with 
modern aerodynamics, and it definitely put high-
style before any practical considerations. In fact, 
the CLS four-door coupe continued a tradition of 
Mercedes coupes that goes way back, and many 
readers will remember the CE and SEC versions 
of the E-Class and S-Class as being prized models 
from the ‘70s and ‘80s. The only difference was, here 
was a coupe with four doors!

So well did the CLS sell that the likes of BMW 
and Audi followed with similar style models, none 
of which were as successful as the original CLS. But 
now we have the latest model and gone is the dedi-
cation to sleekness. Instead, there is the aggressive 
shovel-nose that is a hall-mark of all latest-genera-
tion Mercs, and the once-sleek flanks have grown 
great bulging wheel-arch flares, as used on the cur-
rent S-Class. Personally, I think the new car is no-
where near as classic or eye-catching as the original, 
although it still has an undeniable presence.

Because the launch ride of the new four-cylin-
der version was so hamstrung by one of the most 
intense hail storms in recent memory (at least where 
we were, in the Magaliesburg region) I can’t tell you 
more about every little nuance of the car, as most of 
our concentration was spent on staying on the road 
and out of trouble. But I can tell you that this car, 
at R700  000, makes sound economic sense when 
compared to the other CLS models in the range, 
and it’s understated performance perhaps even en-
hances its aura of stealthy elegance. We’ll analyse 
it in more depth when we get one for a test in the 
months to  come. ■

No place to hide! Hope the bodywork wasn’t too badly pitted.

The road on a South African Spring day! 
Traction control prevented the Merc from 
exceeding 40 km/h.

Cocooned in Merc’s CLS
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By StuaRt JoHnSton

My only sadness regarding my first taste of the 86 
is that I had an automatic model for test. Given 
the car’s purist sporting nature, all the six-speed 
automatic did was make me wish every time I 
climbed into it that I had a manual model, which 
I believe has quite a delightful gear shift. But more 
on that later.

The 86’s most unusual attribute is undoubtedly 
its engine, which is very much a joint development 
with Subaru. Having had such vast experience with 
boxer (horizontally-opposed piston) engines over 
the past half a century, it was natural that Subaru 
was left to design the crankcase and cylinder end 
of the engine. Where Toyota’s engineering exper-
tise came in was in at the upper end, or maybe that 
should be at the extremities, given that a boxer 
engine’s cylinder heads are stuck out in the wind-
stream on either side of the low-slung engine.

Toyota brought its experience with direct pet-
rol injection to this particular party, and it is in-
deed a happy occasion. The motor revs so freely 
and seamlessly that one is hard-pressed to recog-
nise that it’s a horizontally-opposed motor. Perhaps 

it’s due to the particular intake and exhaust con-
figuration of the 86, but there is an almost complete 
absence of the off-beat warble that characterises 
“pure” Subaru offerings. It simply takes on a slight-
ly harder edge as it revs way past its power peak of 
6 600 rpm, to an electronically controlled red-line 
cut-out at 7 400.

Toyota engineers worked extremely long hours 
to arrive at this particular engine sound by playing 
around with the intake and exhaust timing on the 
variable camshaft sprockets. They were in fact so 
pleased with the engine sound they achieved, that 
they channelled some of this sound into the cabin, 
via a rubber duct. This was done so that outside the 
noise from exhaust and induction is still well within 
the ever-stricter noise pollution limits that are be-
ing imposed on manufacturers in the more sophis-
ticated regions of our planet.

The idea reminds us of the days when teenaged 
hot-rodders fitted side-draught Webers to their 
Minis, and as their was no space left over for the in-
take trumpets, they removed the speedo, so you had 
the engine drawing fresh air directly from the spot 
where the speedo once resided!

The amount of expertise that has gone into the 
86’s air-and-fuel induction is quite mind-boggling. 
The D-4S injection system uses two injector systems 
per cylinder, and employs both direct injection into 
the cylinder as well as port-injection into the intake 
ports. The port injection system comes into play at 
lower engine revs, and apparently there is simulta-
neous port and direct injection at high rpm, above 
5 000 rpm.

The pistons have been specially designed to 
make best use of the direct injection system, with 
a “flared dome” shape that swirls the direct injec-
tion fuel spray towards the spark plug area. There is 
no doubt as to the engine’s dynamic efficiency, as it 
uses a high 12,5:1 compression ratio.

Apparently Chief Engineer Tesuya Tada con-
sidered two types of engines for this car, these being 
a rotary design and a boxer, saying that these small, 
low configurations were under consideration be-
cause such a low-slung engine was needed in a low 
sports car to comply with ever-stringent pedestrian 
safety laws.

While the car has sporty overtones in its engine 
note, it has sporting characteristics in much more 
important areas. The fact that the Boxer engine has 
a low centre of gravity obviously helped the Toyota 
engineers in arriving at a very dynamic handling 
package. It uses MacPherson struts up front and 
double wishbones at the rear, and, as already men-
tioned, a rear – wheel-drive layout, something we 
have seen more recently in Lexus cars with their 

Toyota boxes Clever
The Toyota 86, of which there is an almost identical Subaru version available already in Europe, is one of the most 
interesting Toyotas to be produced for years. Its mechanical specification makes for some hugely entertaining 
reading, as does the driving experience in general.

continued on next page Boxer four-cylinder is a joint venture between Toyota and Subaru.

Looks a bit like an early Hino badge, but 
what it says is 86, flanked by opposing 
pistons.

Toyota engineers worked extremely 
long hours to arrive at this particular 

engine sound by playing around 
with the intake and exhaust timing 

on the variable camshaft sprockets.

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 14

Toytoa parentage, but not in Toyota passenger cars 
since the days of the old rwd Corollas, and the 1980s 
Cressida in its passenger line-up.

Thinking back, it should be no surprise that the 
Toyota 86 has one of the crisper steering responses 
we’ve experienced in a long time. Because the Lexus 
iS200 had just such a crisp turn-in, and in fact had 
impeccable handling manners too.

There is nothing harsh about the way the 86 
soaks up bumps and ruts, but it is decidedly “re-
active” to every input on the wheel, and initially it 
could be thought to be a little nervy.

That concern soon dissipates as you realise that 
it handles in the way classic rear-wheel-drive sports 

car should behave. The handling sharpness was in 
fact honed over many laps at the Nurburgring, un-
der the watchful eye of the 86’s project chief Tetsuya 
Tada. The car is fitted with a VSC traction control 
system that is able to be switched off in stages, from 
moderate tail-out mode to full let it all hang-out, no 
safety-net mode.

The steering uses an electric power assist, and 
proves that these systems can provide the required 
driver feedback for a sporty, in-touch driving expe-
rience, if calibrated correctly. Part of the 86’s charm 
is that it uses comparatively modest rubber, the car 
running 215/45 rubber on 17-inch rims. This means 
that grip is not enormous, and this was part of 
Tada’s dictum for the car, that it should not be over-
tyred, as he believes many modern sports cars are.

The cabin is snug and well-trimmed, but not 
over-stuffed with gizmos. It has a muted no-non-
sense flavour, and very supportive seats, covered 
in leather on the high-trim variant (which all auto-
matic models are), but coming with cloth seat trim 
for the base model.

Toyota are proud that they have achieved a shift re-
sponse time of less than 0,2 seconds for its six-speed 
automatic gearbox. Sadly, I didn’t like the automatic 
‘box at all. I found it far too over-reactive and prone 
to dropping down two ratios instead of one at the 
prod of the accelerator. Sure, there will be buyers 
who like an automatic ‘box in a car that looks like 
this, but for me that is missing the whole point.

The car weighs in at just over 1 200 kg, which is 
not too bad in this modern day and age of cars laden 
with so much safety and infotainment and comfort 
equipment. I love the fact that Toyota have done 
this car, and I hope it’s a spirit that will rub off on 
its “cooking” models sooner, rather than later. We 
all know that Toyota is well capable of producing 
cars that are not only trouble-free, but feel reward-
ing in a dynamic sense. Yes, what it has done with 
the Prius is very commendable, but we need its ba-
sic models to feel more durable in areas of cosmetic 
trim, as they were in decades past and look easier 
on the eye.

The 86, and the FJ launched early this year is 
proof that Toyotas can be visually exciting too. And 
as for price, the 86 proves that sports cars don’t 
have to be over-priced. The base model comes in at 
R298 500 and the High-line Auto at R346 500. ■

 continued from previous page

Toyota are proud that they have 
achieved a shift response time 
of less than 0,2 seconds for its 
six-speed automatic gearbox.

Toyota’s 86 in its natural habitat.

Wilken Communication Management was 
established in 1997 with the major focus of 
itÕs operations being the South African 
motor industry.
 
Over the years it has developed into a one-
stop communication and marketing service 
provider specialising in this industry.
 
It is staffed by some of the most 
experienced people in the marketing and 
communications environment of the South 
African motor industry.

simplifyingCOMMUNICATIONS

237 Rigel Avenue Waterkloof Ridge, Pretoria, 0181      Tel  (012) 460 4448      Fax   (012) 460 4514 www.wilkencomm.co.za

 
WCM can provide services from strategic 
planning, to product launches, media brieÞngs, 
event management, ßeet vehicle management, 
and ongoing public relations campaigns. It also 
has a publishing arm which can produce 
newsletters, magazines and coffee table 
books.
 
For more information contact: Jacques Wilken 
- jwilken@mweb.co.za
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By RogeR HougHton

TransUnion’s vehicle verification enquiry service is 
proving a major boon to South African motor deal-
ers, finance houses, insurers and the like with an 
average of 40 000 enquiries being performed each 
month, according to TransUnion Auto’s CEO, Mike 
von Höne.

“The easiest way to think of this service is that it 
is basically a credit check for a car instead of a con-
sumer,” explained Mike.

“Banks and dealers utilise the TransUnion ve-
hicle enquiry report to pre-emptively ‘check’ a car 
before purchasing or financing it. Insurers use the 
service to validate vehicles as part of their claims 
procedure. The enquiry report is thus a valuable risk 
mitigation tool for a number of parties involved in 
the retail South African motor industry.”

Subscribers to this service can now access these 
reports in a number of ways:

 ■ Via the TransUnion contact centre (0861 
507 507).

 ■ Via the TransUnion website (www.
transunion.co.za)

 ■ Via smart devices (Android, Blackberry and 
i-Phone) using the new mobile app.

 ■ Via web services which support large 
volume customers who wish to integrate 
TransUnion’s information into their own 
applications and processes.

The vehicle enquiry service is open to both com-
mercial and private subscribers in South Africa and 
Namibia. In addition, consumers have access to 
their own specialised portal (www.mytransunion.
co.za) allowing access to vehicle information – en-
quiry reports and TransUnion (formerly Mead & 
McGrouther) valuations – as well as their individual 
credit profiles.

There are currently more than 4 000 commer-
cial subscribers – motor dealers, finance houses, 
banks, insurers, brokers, loss adjusters and investi-
gators – as well as many individual consumers who 
subscribe to these services.

TransUnion’s database contains more than 2,5-mil-
lion active finance contracts, with all major banks 
and finance house supplying the data. The database 
also includes an amazing 13 million unique vehi-
cle records which have been sourced directly from 
manufacturers and distributors since 1981.

It is interesting to note that 3,5 – 4,5% of all 
enquiries to TransUnion reveal some sort of SA 
Police Service interest, while over 25% of all enquir-
ies yield some form of accident information. This 

percentage is growing as more subscribers opt to 
receive accident history information.

These TransUnion reports protect the customer 
from a wide range of vehicle-related issues.

These include:
 ■ Tampering with the vehicle identifier 
or model mis-description as the reports 
highlight where vehicle particulars, such 
as the VIN, don’t match those of the 
manufacturer.

 ■ Double discounting where vehicles have 
more than one financial arrangement.

 ■ Whether the vehicle is stolen or sought by 
the SAPS.

 ■ Whether the vehicle has been involved in a 
substantial collision.

 ■ Odometer reading irregularities such as 
turning it back.

 ■ Whether the vehicle is a potentially cloned 
vehicle. This is found in the International 
Vehicle Identification Desk (IVID) section 
of the report.

 ■ Whether the vehicle is illegally in transit or 
being imported or subject to other vehicle 
related frauds such as “round tripping” and 
registration irregularities. This is again 
highlighted in the IVID section of the report.

When one considers all the pitfalls that can await 
an unsuspecting vehicle buyer then the benefit of 
using the TransUnion verification report system 
is evident. ■

Monkey business such as speedo tampering is foiled by Transunion’s 
verification service.

Transunion’s Vehicle Enquiry Service 
Proves a boon to Dealers

Mike von Höne, CEO of TransUnion 
Information Solutions, SA.

The database also includes an 
amazing 13 million unique vehicle 
records which have been sourced 

directly from manufacturers 
and distributors since 1981.
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Thule Towing Systems SA has warned off-roaders 
that they could be stressing both the towbar and 
tow vehicle beyond their design limits by under-
taking extreme off-road manoeuvres with a trailer 
attached, and in certain instances forcing the vehi-
cle and trailer to interact in a way which they were 
never designed to do.

“The engineering specification for towballs 
states that they must be capable of handling a 15 
degree rotation above or below a horizontal line 

relative to the trailer, though depending on the cou-
pling design you could theoretically achieve more 
in certain situations. Generally though, if you go 
beyond that – especially when the trailer is hang-
ing down such as when the vehicle traverses a crest 
– then the hinging effect is lost and the two units ef-
fectively lock together – transferring forces directly 
into the chassis of the car and/or the frame of the 
trailer,” explains Thule‘s managing director, Mark 
Gutridge.

This can have a dire effect on not only the rig, 
but the towbar and the tow ball. Depending on how 
strong the various components that make up the 
chain are, it may be the towbar which breaks, or its 
mountings points may rip out of the chassis, or it 
may actually fracture the ball by exceeding its shear 
strength – usually at the narrowest part of the neck 
just below the ball itself.

“In a worst case scenario, such as when the rig 
is exiting a donga with very steep sizes, you could 
have a situation where a trailer literally hangs on the 
ball, to the point where the trailer wheels are off the 
ground,” says Gutridge. “A similar situation could 
occur when negotiating ‘axle-twisters’ and a lateral 
twist of no more than 25 degrees from the vertical is 
what the ball is designed for.”

Unfortunately, 4x4ing often involves venturing 
into the unknown but drivers should be aware that 
there are limitations in each link of the chain, even 
if you’re pulling a proper off-road trailer with big 
wheels and the appropriate tyres. While extreme 
obstacles are seldom attempted while towing, if 
you encounter a serious obstacle do the right thing 
and walk it first. If in doubt whether it will twist 
or bend the coupling between the tow vehicle and 
trailer beyond the angles mentioned here, rather try 
another route.

“Damage caused by this kind of overloading 
doesn’t always manifest itself immediately, but the 
only certainty if that something is being put under 
extreme stress, and a catastrophic failure can hap-
pen much later, with disastrous consequences,” 
concluded Gutridge. ■

Look After your Tow-balls, Says Thule

Mark Gutridge, MD of Thule Towing 
Systems in SA.

Hectic off-road use can mean troubloe for tow bars.

Thule’s Swedish-designed tow bar.
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The special needs school, located in Cotswold, ac-
commodates 167 learners from Grade R to Grade 
12, and caters for children with a wide variety of 
learning and physical disabilities, including cer-
ebral palsy, spina bifida and muscular dystrophy.

Gishma Johnson, Corporate Communica-
tions Manager at CTSA, says that the safety of the 
learners is priority. “We understand the needs of 
the school and reacted urgently to their request as 
we know the risk involved in driving with worn 
tyres. The sponsorship will ensure the ongoing 
mobility of the school’s essential transport sys-
tem, while providing crucial driving safety on 
the roads.”

Louise Jacobs, senior administrator at the 
Northern Lights School explains that these children 
come from the poorest of the poor areas right across 
the Nelson Mandela Bay region and most of the 
learners’ families simply cannot afford school fees 
or any form of specialised care or tuition.

“Transport is one of the biggest costs for the 
school, as the children are collected and dropped off 
daily. Due to their disabilities, most of them have to 
be fetched directly from their homes,” says Jacobs.

According to Jacobs the bulk of the school’s 
funds go towards transport, as it costs around 
R15  000 a week to transport the children to and 
from school. “Only a small portion of this is cov-
ered by our government subsidy,” Jacobs says. “This, 
along with the specialised resources we require in 
terms of learning equipment, wheelchairs and other 
basic amenities puts a huge strain on our budget.”

“Continental’s sponsorship of tyres for our fleet 
of seven minibuses is immensely appreciated, as 
it alleviates the burden of replacement costs. This 
allows us to direct that money into other much-
needed areas such as learning materials, mobility 
equipment and assisted learning devices, as well as 
the ongoing maintenance and repairs to our ageing 
fleet of vehicles.”

Despite the challenges faced by the school, ac-
cording to Jacobs it ranks amongst the top four in 
the Eastern Cape for Grade 12 pass rates. Northern 
Lights encourages participation in a variety of 
sports amongst the learners, one of whom is a mem-
ber of South Africa’s wheelchair tennis squad.

As it embraces the full spectrum of education 
and care, the school features a full range of support 
staff, including an occupational therapist, physi-
otherapist and house mothers to assist the  teachers.

This is not the first time Continental Tyre 
SA has supported the school. In 2010, as part 
of its sponsorship of the Soccer World Cup in 
South Africa, Continental donated R100  000  
towards the school’s transport system. This ena-
bled Northern Lights to acquire much-needed ad-
ditional minibus.

During the World Cup, CTSA also took the 
learners to one of the soccer matches in Port 
Elizabeth. “It was a dream come true for the entire  
school, and especially our terminally ill children,” 
Jacobs says.

About Continental Corporation

With sales of €30.5 billion in 2011, Continental is 
among the leading automotive suppliers world-
wide. As a supplier of brake systems, systems and 
components for powertrains and chassis, instru-
mentation, infotainment solutions, vehicle elec-
tronics, tires and technical elastomers, Continental 
contributes to enhanced driving safety and global 
climate protection. Continental is also an expert 
partner in networked automobile communication. 
Continental currently has approximately 169,000 
employees in 46 countries. ■

Northern Lights School head boy Andisiwe Nyangasya is one of many the learners 
that relies on the school’s essential transport system. Although diagnosed with spastic 
quadriplegia at the age of six months, Andisiwe is working towards attending Nelson 
Mandela Metropolitan University next year.

Continental Tyre keeps Northern 
Lights School Fleet Safely on the road
Continental Tyre South Africa (CTSA) has sponsored tyres worth more than R40 000 to the seven minibuses used 
by the Northern Lights School in Port Elizabeth to transport children with physical and learning disabilities.
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To advertise in  contact

Angelina Michael on 083 228 6866 or email her at angelinamichael53@gmail.com

Working Wheels

Chinese show 
of strength

By an amazing coincidence two of the big play-
ers in the Chinese truck industry chose the same 
day – September 6. Oddly enough it was also the 
day that Mercedes-Benz SA officially opened their 
TruckStore. It was also a day of very inclement 
weather, cold and rainy.

The events did not clash directly though, as 
Dong Feng was in the morning with its event in the 
south of Johannesburg, TruckStore was at lunch 
time in Centurion and FAW’s glamour event was at 
Soccer City in the early evening.

New T-Lift model launched

Dong Feng Africa Commercial Vehicles, which 
traded previously as DFM Warrior, is becoming 
much more aggressive in the South African mar-
ket place judging by the launch function staged 
in Johannesburg recently to launch its T-Lift ex-
tra-heavy truck, which joins the current range of 
Kinland truck-tractors and freighters and Kingrun 
medium trucks.

What one noticed was the number of visiting 
dignitaries from Dong Feng in China, including the 
managing director Huang Gang. This was a sure 
sign that the Chinese giant – largest of that coun-
try’s truck makers – wants to get more serious about 
doing business in Africa.

The T-Lift 6x4 chassis-cab is powered by a 
Cummins L375 20 Euro 2. 6-cylinder engine with 
a displacement of 8,9 litres and developing 275kW 
(375 hp) at 2 200r/min of power and 1 480N.m of 
torque between 1 300 – 1 500r/min. It is well suited 
to concrete mixer, tipper, compactor, logger and 
skip loader, according the Dong Feng executives.

The T-Lift has a payload rating of up to 15 
tons on-road and 22 tons off-road in the tipper 
configuration.

The Dong Feng trucks are assembled locally at 
a facility in Eikenhof, south of Johannesburg, and 
fitted with locally-made bodies.

Priced at a very competitive R649 000 for the 
chassis/cab and the local Dong Feng Africa team is 

very bullish about the potential of this new model 
in the SA market.

The visiting Dong Feng executives were at pains 
to stress how large and successful the company is 
in the Chinese domestic market and in terms of its 
global ranking, where it is second behind Daimler.

FAW launches J6 truck-tractor

The FAW brand, with its eagle emblem, is prepar-
ing to soar even higher in South Africa as it fired a 
new salvo in its aim to become a major player in the 
South African and African truck markets, with the 
launch of its J6 extra-heavy truck-tractor at Soccer 
City recently.

“I was a trailblazer in bringing Chinese trucks 
to South Africa when I obtained the local franchise 
for FAW and we opened for business in July 1993,” 
explained the managing director FAW Vehicle 
Manufacturers SA’s Richard Leiter.

“This means we have had almost 20 years’ in-
volvement in the marketing, sales and servicing 
of these trucks in Southern Africa and during this 

time we have built up an FAW truck parc of almost 
10 000 vehicles. Since 2000 FAW of China has had 
equity in the South African company.

“We have also shown our commitment to 
South Africa with the erection of a manufacturing 
facility in the Coega Industrial Development Zone 
near Port Elizabeth. The plant will have an initial 
annual output of 5 000 trucks a year. This invest-
ment alone amounts to more than R600-million,” 
said the local senior executive.

The high profile launch at Soccer City was at-
tended not only by a large contingent of senior ex-
ecutives from First Auto Works (FAW) in China, 
headed up by vice president Chunbo Dong, but also 
by local dignitaries including the Gauteng MEC for 
economic development, Nkosiphendule Kolisile, 
and the executive manager of the Coega IDZ, 
Christopher Mashigo.

The FAW J6, which is targeting long-haul op-
erations, is offered with a choice of a semi-sleeper 

FAW’s management team at Soccer City last week.

continued on next page 
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Working Wheels

low roof cab with a single bunk or as a two bunk 
full sleeper with a high roof cab. Permissible GVM 
is 56 000kg.

The J6 is powered by FAW’s self-designed en-
gine, an in-line six-cylinder with common rail 
and Bosch injection, a displacement of 12 530cm3 

, turbocharger and intercooler . It develops 450hp 
(338kW) at 1 900r/min with 2 100N.m of torque at 
1 400r/min.

FAW is one of the powerhouses of the  
Chinese motor industry. Besides producing its 
own vehicles it also has joint ventures with Ford, 
Audi, Hyundai, Mazda, Toyota, Volkswagen and 
General Motors to produce vehicles for these ma-
jor global players.

The FAW Group’s total sales in 2011 were over 
2,6 million passenger and commercial vehicles and 
ranked 165th in the Forbes Fortune 500. The group 
now employs more than 130 000 people. ■

 continued from previous page

Meanwhile, as all this product and service-centre 
launching was unfolding, a convoy of five truck and 
trailer combinations had rolled into the MAN Truck 
and Bus SA dealership in Centurion on August 31 to 
complete the 4 200km MAN Consistently Efficient 
Tour 2012.

Following the Tour send-off in Centurion 
on August 15th, the Tour travelled through 
Bloemfontein, Cape Town, Port Elizabeth, Pine-
town and Nelspruit, hosting gala events in each city 
to showcase the financial and environmental ben-
efits of the new MAN TGS EfficientLine range of 
long-haul trucks.

According to Bruce Dickson, Deputy CEO, 
MAN Truck & Bus SA, “The Tour was essentially a 
‘truck economy run’ with a clear objective to match 
or surpass the three-litre fuel saving achieved by 
MAN during its European Tour last year. We also 
aimed to demonstrate to the transport industry and 
the general public that for every litre of diesel saved, 
a corresponding 2.63kg saving in CO2 emissions 
is achieved.”

The South African MAN Tour fielded three 
new TGS EfficientLine derivatives, a standard TGS 
reference truck and a Euro 5 TGS EfficientLine ex-
hibition truck. Apart from the exhibition truck, all 
vehicles were loaded to their maximum legal per-
missible mass and were run on standard 500ppm 

diesel supplied by Engen.
Joined throughout by local transport efficien-

cy expert, Fritz Hellberg, who acted as independ-
ent auditor of the fuel consumption figures, the 
Tour’s primary mission was to compare the fuel 
consumption performance of the new 6x4 TGS 
26.440 EfficientLine against that of the standard 
6x4 TGS 26.440, to prove that truck-trailer com-
binations equipped with cost-effective streamlin-
ing accessories reduce both fuel consumption and 
CO2 emissions.

Addressing a crowd of over 100 people at the 
homecoming event, Dickson stated that, “the fi-
nal figures for the test-versus-control TGS 26.440 
trucks are better than expected. When compar-
ing the TGS 26.440 EfficientLine test truck with 
the standard TGS 26.440 reference vehicle, the 
total fuel saved on the 4 200km round-trip was 
198-litres, which equates to 4.7 L/100km or, a 7.8 
percent improvement. Importantly, this means 
too, that 521kg of CO2 were prevented from be-
ing released into the atmosphere by the test 
truck alone.”

Hellberg reported that the TGS 26.440 refer-
ence vehicle achieved an overall fuel consumption 
figure of 60.8L/100km while the TGS 26.440 and 
26.480 EfficientLine vehicles achieved 56.1 L/100km 
and 58.3 L/100km respectively.

“Impressively, even with its higher power out-
put, the TGS 26.480 EfficientLine achieved a 2.5 
L/100km diesel saving over the 26.440 reference 
vehicle,” added Dickson.

Stressing the cost benefits of the new MAN 
TGS EfficientLine, Dickson stated that, “at current 
fuel prices, a long-haul fleet operator averaging 200 
000km per annum, would save approximately R96 
500 per year, per vehicle, with such figures. In con-
text, this would mean that for every 15 new TGS 
26.440 EfficientLine vehicles bought, a customer 
could effectively get another truck free every year.”

“The MAN TGS is already a proven winner in 
the long-haul sector and the EfficientLine is based 
on the same optimised driveline, which includes the 
MAN TipMatic transmission with cruise control 
and the ZF intarder,” continued Dickson.

Driving time with the vehicles in motion 
amounted to approximately 66 hours, with average 
speeds around the 63km/h mark. ■

And Now, a Truck Economy run!

The MAN Economy Runner.

TruckStore Opens

South Africa is the first country outside Europe to 
open a Mercedes-Benz TruckStore to retail used 
commercial vehicles. It opened last week alongside 
the Daimler truck dealership campus in Centurion. 
The company believes it is set to become one of the 
largest used commercial vehicles dealers in SA, sell-
ing used trucks, vans, buses and trailers.

“TruckStore is a Daimler initiative which 
began operations in Europe 10 years ago. This 
very strong model concept has been adapted to 
suit the Southern African market,” says Martin 
Zimmermann, President and CEO of MBSA.

Zimmermann adds that TruckStore Centurion 
will be operated by MBSA’s own retail arm and 
headed up by an experienced TruckStore man, 
Oliver Marte.

Construction work on the R20-million office 
building, which houses offices and display facilities, 
started in February following the official sod turn-
ing ceremony.

TruckStore will have a dedicated recondition-
ing centre based at Zandfontein and will also accept 
commercial vehicles of any vehicle type or brand in 
part exchange (trade-ins). The condition of every 
vehicle will be thoroughly checked and assessed 
on the basis of uniform standards. Vehicles will be 
subdivided into the “product categories gold, silver 
and bronze”. ■

Mercedes-Benz opens Truck Store in 
Centurion.
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AUGUST 2012 13 637

JULY 2012 13 802

AUGUST 2011 12 906

Increase of 5,7% between sales in August 2012 and August 2011

OVErALL TruCk AND buS MArkET

YTD 2012 18 566

YTD 2011 17 699

Increase of 4,9% YTD 2012 and YTD 2011

AUGUST 2012 2 271

JULY 2012 2 430

AUGUST 2011 2 311

Decrease of 1,7% between sales in August 2012 and August 2011

TOTAL VEHICLE EXPOrTS

YTD 2012 178 067

YTD 2011 182 147

Decrease of 2,2% between YTD 2012 and YTD 2011

AUGUST 2012 25 024

JULY 2012 27 601

TOTAL MArkET

YTD 2012 411 804

YTD 2011 370 041

Increase of 11,3% between YTD 2012 and YTD 2011

AUGUST 2012 56 253

JULY 2012 51 409

AUGUST 2011 54 076

Increase of 9,4% between sales in August 2012 and August 2011

PASSENGEr CAr MArkET

YTD 2012 289 164

YTD 2011 256 990

Increase of 12,5% between YTD 2012 and YTD 2011

AUGUST 2012 40 345

JULY 2012 37 844

AUGUST 2011 36 192

Increase of 11,5% between sales in August 2012 and August 2011

LIGHT COMMErCIAL VEHICLE MArkET

YTD 2012 104 074

YTD 2011 95 352

Increase of 9,1% between YTD 2012 and YTD 2011

South African Vehicle Sales Figures at the End of August 2012
Disclaimer:
*  For the time being, as a result of a global directive by Daimler AG (Germany), Mercedes-Benz South Africa (Pty) Ltd will only report aggregated Passenger and 

Commercial sales data.
Please note the disaggregated MBSA volumes are estimates based on historical trends and forecasting techniques.
Source: NAAMSA www.naamsa.co.za.
RGT SMART is the independent provider of the new vehicle sales information to NAAMSA and AutoLive. For more information on the RGT SMART
product line view www.rgtsmart.co.za.

New vehicle sales maintained the steady growth 
trend of the first seven months of 2012 with sales 
in the major segments registering relatively decent 
gains in August compared to the corresponding 
month last year. Aggregate domestic sales for the 
month improved by 9.4% to 56 253 vehicles from 51 
409 units in August last year.

Total domestic sales for the eight months of 
calendar 2012 remained 11.3% ahead of the corre-
sponding eight months in 2011. August, 2012 export 
sales at 25 024 vehicles registered a marginal im-
provement rising by 188 units or 0.8%, according to 
sales statistics released by NAAMSA’s independent 
statistical service provider, Messrs RGT SMART.

Overall, out of the total detailed (disaggre-
gated) reported Industry sales of 53 725 vehicles 
(excluding MBSA, which does not report detailed 
figures), 81.1% or 43 546 units represented dealer 
sales, 11.5% represented sales to the vehicle rental 
Industry, 3.9% Industry corporate fleet sales and 
3.5% to government.

Despite prospects of a lower economic growth 
environment, the automotive sector in SA contin-
ues to perform remarkably well.

Factors that continue to support domestic sales 
include historically low interest rates, ongoing im-
provement in vehicle affordability in real terms, 
improving demand for credit by households and 

businesses. The recent 0.5% reduction in interest 
rates should also support sales of consumer dura-
ble products, particularly new motor vehicles. The 
highly competitive trading environment, attractive 
incentives and new model introductions would also 
boost demand.

In terms of domestic sales, the industry re-
mained on track during 2012 for growth of around 
10%. Looking ahead to 2013, increasing inflationary 
pressures on the back of expected higher fuel and 
food prices and the impact of Rand weakness on 
new vehicle pricing were likely to result in a more 
difficult trading environment and more subdued 
growth in vehicle sales. ■

New Vehicle Sales Continue to rise

continued on next page 
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Total Vehicles by Manufacturer for August 2012

rSA EXPOrT

TOYOTA 12 220 6 847

VOLKSWAGEN GROUP SA 9 947 5374

GMSA 6 169 0

NISSAN 4 362 1 204

FMC 3 754 3 128

BMW GROUP 2 520 3 931

RENAULT 1 033 0

CRYSLER SA 928 49

HONDA 896 7

JAGUAR LAND ROVER 601 0

TATA 515 0

PCSA 447 0

FIAT GROUP 424 3

SUZUKI AUTO 402 0

MITSUBISHI MOTORS SA 338 0

MAHINDRA 320 0

PORSCHE 261 0

UD TRUCKS 257 43

VOLVO CARS 246 3

MAN 152 9

SCANIA 136 10

VOLVO TRUCKS 108 4

IVECO 88 0

SUBARU 60 0

POWERSTAR 56 7

NAVISTAR INTERNATIONAL 41 0

RENAULT TRUCKS 17 2

MASERATI 7 0

BABCOCK 5 0

SUB TOTAL 46 310 20 621

AMH & AAD 7 415

MBSA 2 528 4 403

INDUSTRY TOTAL 56 253 25 024

Figures courtesy of NAAMSA / RGT SMART

AUGUST 2011 24 836

Increase of 0,8% between exports in August 2012 and August 2011

PASSENGEr CAr EXPOrTS (yTD)

2012 95 965

2011 126 122

Decrease of 23,9% between YTD 2012 and YTD 2011

LIGHT COMMErCIAL VEHICLE EXPOrTS (yTD)

2012 81 362

2011 55 550

Increase of 46,5% between YTD 2012 and YTD 2011

TruCk AND buS EXPOrTS (yTD)

2012 940

2011 475

Increase of 97,9% between total truck and bus exports YTD 2012 and 
YTD 2011

NOTE: This data includes figures for Associated Motor Holdings (AMH), 
and for Mercedes Benz SA (MBSA), which are both currently reporting 
only aggregated figures. In the case of MBSA this is due to a global 
directive from Daimler in Germany. (The MBSA commercial market figures 
have been allocated to the various vehicle type categories as estimates by 
RGT SMART, based on historical trends and forecasting).

THE FIGurES PrOVIDED by MbSA FOr AuGuST ArE:

Passenger: 1 866

Commercials: 662

Exports: 4 403

THE FIGurES rEPOrTED by AMH FOr AuGuST ArE:

Small cars (1 400cc or less) 2 780

Medium cars (1 400 – 2 500cc) 2 790

Large Cars (over 2 500cc) 49

4x4 Recreational vehicles (SUV) 833

Light commercial vehicles 910

Medium commercial vehicles 53

TOTAL 7 415

In addition, GWM (Great Wall Motors) reported an aggregate sales figure 
for August of 737 units, which is not included in these figures.

Figures courtesy of NAAMSA / RGT SMART

 continued from previous page

Disco 4 sales remain remarkably strong, with 236 sales in 
August 2012.

GMSA moved 730 Sonics in August, helping the company 
secure its third place in the SA sales race.
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Market Totals by Manufacturer for August 2012

Passenger
LightCV
<3501kg

MediumCV
3 501–8 500kg

HeavyCV
8 501–1 500kg

Extra HeavyCV
>16 500kg

bus
>8 500kg

rSA EXP rSA EXP rSA EXP rSA EXP rSA EXP rSA EXP

TOYOTA 7 325 1 054 4 622 5 793 163 0 72 0 38 0 0 0

VOLKSWAGEN GROUP SA 9 135 5 374 763 0 49 0 0 0 0 0 0 0

GMSA 3 123 0 2 786 0 147 0 67 0 44 0 2 0

NISSAN 1 804 5 2 558 1 199 0 0 0 0 0 0 0 0

FMC 2 336 0 1 418 3 128 0 0 0 0 0 0 0 0

BMW GROUP 2 520 3 931 0 0 0 0 0 0 0 0 0 0

RENAULT 1 007 0 26 0 0 0 0 0 0 0 0 0

CHRYSLER SA 928 49 0 0 0 0 0 0 0 0 0 0

HONDA 896 7 0 0 0 0 0 0 0 0 0 0

JAGUAR LANDROVER 541 0 60 0 0 0 0 0 0 0 0 0

TATA 256 0 128 0 64 0 41 0 20 0 6 0

PCSA 406 0 25 0 16 0 0 0 0 0 0 0

FIAT GROUP 366 3 49 0 9 0 0 0 0 0 0 0

SUZUKI AUTO 402 0 0 0 0 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 292 0 46 0 0 0 0 0 0 0 0 0

MAHINDRA 116 0 204 0 0 0 0 0 0 0 0 0

PORSCHE 261 0 0 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 65 4 96 39 96 0 0 0

VOLVO CARS 246 3 0 0 0 0 0 0 0 0 0 0

MAN 0 0 0 0 0 0 8 3 116 4 28 2

SCANIA 0 0 0 0 0 0 0 0 122 4 14 6

VOLVO TRUCKS 0 0 0 0 0 0 0 0 106 4 2 0

IVECO 0 0 0 0 56 0 11 0 21 0 0 0

SUBARU 60 0 0 0 0 0 0 0 0 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 56 7 0 0

NAVISTAR INTERNATIONAL 0 0 0 0 0 0 0 0 41 0 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 17 2 0 0

MASERATI 7 0 0 0 0 0 0 0 0 0 0 0

BABCOCK 0 0 0 0 0 0 0 0 5 0 0 0

SUB TOTAL 32 027 10 426 12 685 10 120 569 4 295 42 682 21 52 8

AMH & AAD 6 452  0 910 0 53 0 0 0 0 0 0 0

MBSA 1 866 4 403 42 0 193 0 58 0 358 0 11 0

INDUSTRY TOTAL 40 345 14 829 13 637 10 120 815 4 353 42 1 040 21 63 8
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Spotted near Pretoria in our travels was this Chev Corvair Monza, 
a rare turbo model, possibly the only one in SA.

Neat original Can Am at Piston Ring meet in late August, one of 
just 99 road-going Little Chevs built in 1972-73.

Hairy ride! Beetle with a front-engined V8 mill equals non-stop 
action. The car was parked in a display organised by Vaal Piet of 
wide rimmed wheels fame at Wheels on the Vaal.

Unbelievable home-built Figoni-bodied Talbot Lago, spotted 
at the Wheels at the Vaal on September 1. The car was built by 
Vereeniging’s Koos Swanepoel.

Amazing foot-ups action at the AMiD Bike Show at Nasrec on 
August 25.

This is Karen, one of the organisers at Wheels at the Vaal and her 
custom DKW 3 equals 6.

Cool rides
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Bob van Niekerk was one of the great un-sung he-
roes of the SA car industry. His passing a few weeks 
back at the age of 84 was sad, but I feel that Bob had 
enjoyed a great life. He was always trying some-
thing new in the design field, and quite apart from 
designing (as opposed to styling) the great South 
African sports car in the late ‘50s, he designed 100s 
of boats that are still doing duty in the harbours 
around our country.

Bob was a totally understated kind of dude, 
usually to be found wearing a scruffy old jersey or a 
rally jacket with a few rips in the sleeves, and look-
ing at life in a clear, un-cluttered way through a set 
of piercing light-coloured eyes.

He had a wonderfully wry sense of humour and 
an engineer’s mind, able to see practical solutions to 
problems instantly.

He applied these skills in no small measure to 
the car that he created, along with his fellow South 
Africans Willie Meissner and Verster de Wit.

Willie was the far-sighted genius of the trio, the 
visionary. Verster was the guy who made the car 
look pretty, and Bob was the guy who made it work.

After obtaining a degree in mechanical engi-
neering in 1953, Bob went to work for Machina, a 
firm that imported Magirus Deutz trucks to this 
country and as soon as he had the dosh he bought a 
Peugeot 203 which he modified and raced on Cape 
tracks.

He fitted a carb from a Ford V8, a camshaft that 
he designed and modified himself (the old Peugeot 
motor revved to 8  000 rpm, he recalled fondly in 
1989) and beat all the MGs and Triumph sports 
cars, so the organisers changed the rules so that he 
couldn’t continue to humiliate the “establishment”.

His varsity mate Willie Meissner had mean-
time settled in England and told Bob all about the 
wonders of this “new stuff” called fibreglass. Bob 
soon found himself in a flat in London, and, with 
fellow South African Verster de Wit on board as a 
stylist, they knocked out a prototype mould in a 

garage nearby which Bob eventually shipped back 
to South Africa on board the old Union Castle liner.

The trio set up a factory in Paarden Eiland, just 
outside Cape Town, to build the car with a trans-
verse front leaf spring and coils and an A-bracket 
for a trailing-arm rear suspension layout.

The car was a race winner out the box, using an 
old 1 172 cc Ford Prefect sidevalve motor, and with 
just 44 horses on tap (33 kW) its smooth aerody-
namics saw it capable of true 100 mph (161 km/h). 
Later Bob achieved 210 km/h on the Jabekke free-
way in Belgium.

The car sold well to both road drivers and racers 
here, with a total of 110 Darts being built between 
1957 and 1964. The car’s more up-market “GT” sta-
ble-mate was known as the Flamingo, kind of like a 
Dart coupe with a fast-back roof, and 150 of these 
were made .

Bob and Willie actually marketed the car in the 
UK as the Delta, and Bob promoted the Dart by en-
tering a number of races, usually winning his class 
in a 1 000 cc model. Eventually some 70 Deltas were 
produced in the UK.

After the GSM operation was bought out by 
Bonuskor it was prematurely closed, according 
to Bob, and Bob turned to boat design. He never 
worked in the motor industry again.

My greatest memory of Bob was a day in Cape 
Town in the winter of 1989 when I was preparing 
an article on him for Car Magazine, where I had 
worked as an assistant editor for eight years. I got to 
drive the only V8-engined Flamingo ever built and 
Bob followed me in his personal Dart, then running 
a Turbocharged 1200 cc Ford pushrod motor.

We were coming down the windy road from 
Constantia neck towards his house on the right-
hand-side of the approach to Hout Bay, and I 
slowed and then stopped to turn right one street 
too early! I glanced in my mirror and I saw him 
skidding towards me in the Dart, the rear wheels 
locked up, the Dart completely sideways. Oh no, 
I thought, so here I go, destroying two pieces of 
South African sporting history, belonging to ther 
man who created them! Luckily, I eased forward a 
touch , Bob caught the slide and we missed each 
other by centimetres.

What struck me about Bob was that he was to-
tally unfazed by the incident, which I had “caused” 
by not paying attention to where his house was lo-
cated. He’d expected me to turn about 300 metres 
further on. He just chuckled, said something about 
“that was quite close” and we carried on working on 
the story and getting the pics together.

He was a great guy and will be missed. ■

A Gimpse  
of bob

This extract from Car’s July 1989 edition shows Bob van Niekerk with the two cars 
mentioned in this story, almost destroyed by The Editor’s poor sense of time and place.
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